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sat isf action a aeng aaaertlaiaf pMUstltienere. rfce aobjegta were 
eepaee ted aeeerdisg to whether they eerkea foe aaifcsEkiaiaf a geaeies, 
aa?art^eEs> ©E aa?aEtiaiag aediai 100 subjects £» aaaa 1 area sere 
/seJ^etli the prestigious directories of their fields- Of the 180 

respoa jants r 71% staid they eoal^ aaeew age their ciiWraa to work ia 
aaT#Et«^g; 2€1 said th*y would. »©)t, r*ei?e pexceat said the; voald 
lot "eh.«H[ aa advertisi^ career again; $B% said they would, Of the 
three grWps, agency practitioners were i&e least likely <37*> to 
encenra l <je their children lata adfertising careers; and they were also 
the group least likely (12%) to ohoose an advertising career again, s 
Farther study, eight delve into why aaaertising pra'ctitioner.s are not 
aivaf§ satisfied with their jobs and careers, aM why differences 
eiist aaoag the different types of advertising jobs. 
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JOB AND CARpBl SikTlSFACTlOII AMONG ADVERTISING PRACTlTIomRS 



Advertising practitioners research consumers and products aid advertisements 
every day* and they know a great deal about these various topics and groups. 
Mot much is known about advertising, practitioners themselves, however, because 
not wuch research is directed toward < this group* V\ . 
i the purpose of this q turfy vas^ to determine .the decree of job and career 
, , satis* action among advertising practitioners. Specifically, advertising ^ 
practitioners were separated according to whether they work for advertising 
ag«ii01as f ; or fof * advert iset&y or fpt advertising media, and than th& amount ,,of % 

Job Bat ia faction reported by 4 each group was collected, tabulated? aad analyzed. 

^ • « •' V\ i ■ -\ /. ■ ' * ' \ •* j" * . * ■ / 

The IHm for thlft study A tmjst ^ atttibuted to Jules Fine, executive vice 

" '.■ * ■"- * * .Y ; . / % - . * ^ i . ' 

president of Ogilvy A Hatter advertising agency, New York- : Hr* Fine has cqmented 

■ : - b v. s ^ , " ^ //■ e = \ \ " 

that people in his agency say that they Wke fo^kiag in advertising, "but Mhm / 
be baa asked^ jchao whether they would' van t their ehild^aa to work in advertising-, 
v their replies often have been negative? Mr, Fine f^els that this t^fe of 
i>on-direct question ~ about Gtfte's children rather that* about oneself — mmy 
provide sore accurate and n^eanlngful insight? Into Job and career satisfactiomf 

■ . . .: . " , ,T '- , • V 

aijd he has suggested that a broader % more* inclusive sttipling of advertisiiig , 
- practitioners he employed to detenadlne if the results are similar to whmt he % has 

: ; . . ' . ' : • ■ • ' . ■ v 

gained Info^tfaily trt thin his own advertising ageci&y. 

Ba^ed ©n this., conceptual background , the hypotheses for this study were 
that a significant proportion of advertising practitioners are- not satisfied Vith , 
their, j'oba and /or ,theif careers, /as represented by ;their desires for their 
? childw|i f ii job ifcna c*eet ^bjacfiivile; that a significant proportion of advertising 



prictitlonera Would select an alternate career if they w^re to begin their f 
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careers ^gain; and that thei^ sajr be differences In these measurements of- 

\ ' '• '. • i ' . • ^ \ ■ • * "'•/.'•.■.•/.. •"• . , • 

career an* Job satisfaction baaed oft; the specific type of advertising 1ob held 

by the in4^idui|tf \ . * * 

' - v V" ; Y ■ : " ^ • ' " ' ■ ; " i ' ' ' - 

A total of three hundred subjects vere selected using random methods* of 

- ■ - " V' ■ • ■ ' M " ■. * 7 • • 

these* & hundred were, et^loyed ..iti advertising agency positions f a hundred in, 

; . ■ • j 

advertisers 9 posit long, and a hundred in advertising media positions. The agency 

practitioners were selected from the Standard Directory of Advertising Agencies ' 

\ '-• v '■■ ■ \ v. ■■ ■ ' * - ' •• ■ ■■" V - r . ■ 

the advertiser practitioners were selected from the Standard Directory of 

Advertisers ; the media practitioners were selected frop the Editor, and Publisher 

Yearbook and ffroa Broadcasting Yearbook , Because the respondents all were listed 

lo mm of these prestigious directories, wiy of the 1 subjects held relatively 

high-level jobs within the advertising industry! and thus these successful people 

may be assumed to be somewhat mom satisfied with their jobs and their careers than, 

say, novices who are working at lower echelons, or than practitioners who have 

not been as successful in advertising careers, ofc than persons who have abandoned 

advertising careers.' 

This sample represented all areas of the nation. The respondents were 
i 

contacted by iB9li* A short letter was followed by a few brief structured questions, 
along with some unstructured questions to allow for breadth of comments and 
responses oik the part of the respondents. The specific questions asked were 1 \ 

1 ' 

1* Would you encourage your child to* work In an advertising career? 

('Answer choiaes ^tre f, yes f | and :, no. ) 
2* Would you allow your child to work in an advertising career? 
(Answer choices, were "yes 11 and "no. 1 ') 
Note:, this second question was asked not because It was expected 
to elicit many negative responses, but rather to differentiate 
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^Ukw in' m «eM*e way to^ work to* advertising and ©a|y 



s \ 



* A 

acquiescing ,to the ehiitogft's Wl«fct«» • \ # « 

• .' . % * '. v * A * s • , > • " . \ * . . 

I, ij jgg writ starting again today, yeiwifc In an advertising career? 

rA A , (Aasffpr choices wex^ f, y«'' arid ."no/Ji*; " r ' ,*,"..; 

4#t Iriifjlf statt any teaA'ata for ,y©« dplnioris .(above),. * * ^ 

•A v A (takers wet? opeii^emleid*) m ^ 

' A * A. .' -A «: \ .p * ■■•»."• . A 

A 5^. What is yoiir Job title (or description)?. */ ' A 



v. f 





r 
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j j J (Awiere Wer^ open-ended.) - "•' ( , ,. , // 

x '• <£ Please write any additional consents on the back of this letter. 
Ttie letters wttTi the' questions weie dodf 4 very slaply. to peralt differentiating 
between agency, advertiser, and media practitloriiers among the responttenta;. 
Sta*p>*, addressed envelopes were enclosed' with the questions ''to entourage the 
subjfedta to, respcoi and to 'return their responses, . . 



^4t«sultS r . , .« *, * .. 

' •- . • > ^ '.' "' ' : ■ ' • ' . ., • 

v Of the three Jbundred questionnaires w«Ued ^ out. 180 were returned, for an ' ' 

■ avetSge ot| sixty per cent f which' is quite good for a Ball survey, The media 
.prsctit^onera were^ nost responsive of the three groups; their questionnaires* were , 
ieturned hy H per cent of .the sample. The other two groups, w^rs' soatjrtist less 
responsive ;. 57 per centi of the advertiser pract it loners^d of '"the agency pr^ctl-. ' 
tioT^rs respendid.' .Jhese level^ " ! 

Overall, 71 per Cf/>t »f *Jfe responaenti said they would en4owage t thpir 
cMldien -to* work in. an advertising career More important, 26* pir cent of the , \ 
total respondetiw. said iley »4 U not encourage their children 'to work in an 
advertising career. , PeWer of the^ total respondents, twelve per cent^ said they 




would not work in an advMtising c^iit If they themselves were starting their 
careers over, and 85 per cent said th^y would select an advertising career again. 
Ho respondents said they would not allbw their children to work In advertising . 
as explained earlier, that was an expected result because of the clarifying purpose 
of that particular question. * ( - 

As for a Comparison of the three specific types of advertising positions 
held by the practitioners* the group least likely to encourage their childrer 
to select advertising careers was the agency practitioners; of them 37 per iient 
reported that they would not so encourage their children. Of th§ advertiser 
practitioners, 24 per cen^^E the respondents would not i© encourage theik children, 
and only 18 per cent of the media practitioners would not encourage their children 
to work in advertising careers, . - 

- * As tor selecting an advertising career if they were starting again today* 
the advertiser practitioners werd least ykely; seventeen per .cent of them stated 
\ tha^ the~^£tould not work in advertising if they were to f do it all over again/" 



Ive per cent of the^ agency practitioners and only six per cent of the media 
practitioners reported that they*would not work in an advertising' career if they 
were starting again today* 

• ' \ . ■ 

Discussion * * * . 

, Perhaps these interesting results can become even more" meaningful if they f 
aire supplemented by the comments that were added by the individual respondents 
in each category. In general, those respondents who were satisfied with their 
jobs and careers used words such as "challenging^ diversity," "excitement, 
and "creative" to describe their reasons for liking their work. reipondents jj 



who were not satisfied with their careers used words such as "unstable,' 
cratic," pressure," "frustrating/' ! long hours," and "hassle 1 ' to describe their 



reasons . 
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The 'comments aisp showed that seme of the respondents fait that they would 



neither encourage nor discourage their of f spring from, any job or career, which 

part «alght aecoynt tor the higher number of respondents who would not encourage 
their children to work in advertising than the number of respondents who would not 
choose an advertising career again for themselves* 



agency practitioners, those %Ao tended to like their jobs gave the 

following comments, ^ 

I enjoy writing advertising- It's a diverse, challenging and fulfilling 
career with unlimited potential and opportunities short ti I love it! 

Each day is a new challenge , It is interesting and r^fcrding* 

*.*Show me i field where you don f ,t have to work hard fc^e very thing you 
get* At least advertising isn't borirtg. 

The profession* affords the greatest opportunity for creative expression* 
Each new assignment is a challenge, 4 Never boring* 

Among agency practitioners who disliked their jobs and careers * these 
Were typical foments. 

Customers still put too much personal opinion into advertising decisions. 
A very frustrating business* And still too much "game playing" 
by both the new and the old timers in the field, I think ray kids* can 
do better in other areas without the long hours /hassle* 

The profession is becoming toe businesslike and bureaucratic, tending 
"t& stifle creative ideas that produce good advertising* Also, 
impossible deadlines and too much politics create too much pressure* 

Advertiser practitioners who like their jobs are typified by the 

^following comments. 

Advertising 1 ! never boring. The challenge 'is -always there* No t^ro 
t problems are ever exactly the same* How many other jobs offer tl^is 
1 promise? * * 

Almost daily satisfaction in your project* 

It has been interesting always and good to me financially* 

Rewarding, independence on the job, fun* } 

Today , more than ^ever before > theve is a need for good honest straight- 
forward advertising. I believe adv. offers a^promising future. 



It f a bfi^ fun*> it's been taeanlngful, it'a^een ..financially wrfehwhlie, 
WU dtwulatiiig, eWltltig, eventful, challetigiiig.) 

ita from advertiser practitioners who do pot Mini satisfaction In 

... * 
their careera vera ilka these . 

Ulcers. * ' - \ 

• ' -. s . 

Only If the standards of T^TH, PROPRIETY AND DECENCY were brought up 
by .15011 Plus LESS of (he HARD SELL, ' 

• '• * 

Tod unstable, too much pressure* In terms of health and free time for 
other things does not commensurate with rewards. * 

^^y w^m&:tl2m to tim top after you* re there, the security isa%, 

Practitioners emplo^ft by advertising media made the following sample 

consents aS^it they like their careers and jobs, # 

There's limitation as to how high you ggn go la advertising. However , 
t wuld. confine *mf efforts to ny M business. 

It 1 a 9si btii Inisi I know that you can advance n very ff quickly based on 
What yon do rather than who you know or what type of degree you have, 

Freedon of expression and self improvement, both are elements and 
belief Its- of an advertising career. 



I heve (aund J.% to be a moat interesting career — never dull and 
alv«y& challenging — for a woman* underpaid, but always stimulating* 

- - . * « ** ~ 

Advertising media practitioners who disliked their careers made these 
typical eonifits. ~ 



f 



Hectic* tremendously competitive* .ulcer-racing business with Insufficient 
reward possibilities, . 

* - * * 

I would not encourage my child because there are too many flakes in 
the business. 



Conclusions ^ • f 

tn stannary, then, the hypotheses for this study must be accepted, A 
sl^hlf leant proportJlibc* ,of advertising practitioners are not satisfied with their 
lobs and/or careers; more than a quarter of them say they would not recommend 



an advertising carder to ttieir children #^180, a significant propet^isn of 
advertising practltlttietfe voul^ select ^ome ncm-advertising career if they were 

1. i . - b * " t. ' *~ = " |f - -. - - * = :! 

' # - 4 * * * „ ^ L - " ** «- 

beginning their career select*f.orfls again : fully one-eighth of them would not 
work in an advertising career if theyjwere starting again today. 

There are also differettees in thes^e opinion between the various types of 
advertising jobs: people employed in advertising agencies are apparently less 

satisfied with their jobs and careers than are advertiser and media employees* 

* * 

and persona employed by advertisers are less likely to choose that career again, 

■ ■- § * 

If they could do so. Persons etap'loyed by advertising media apparently are 
most satisfied of all three groups* ■ 

More' complete results are* provided in the table. ^ 
* A similar study of 185 advertising executives conducted in August, 1977, by 
Market Facts, Inc., produced similar results* It showed that only 19 pet cent 
of .advertising executives would most .like to see their children enter the 
advertising business. ( Advertising Age * December 5, 1977 f pages 49-50 & 52,) 

That study also showed that, compared i/ith 136CU fiewer of today's advertising 

Q ■ - * 
practitioners like and respect the advertising business * 

5ow further study might delve into why these differences exist between the ' 

different types of jobs, arid why advertising practitioners are nbt always 

satisfied' with their careers and jobs* It would be interesting to know, too, 

why the media practitioners responded so much more readily to this survey. 
* ■ ■ • 
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TABUS: Summary of Tabulated Responses to Structured (Closed-Ended) Questions 



Number of 
respondents 



Agency Advertiser Media ■ ' 

Practitioners Practitioners Practitioners „ TOTAL 



57 



57 



66 



180 



Question 1: yes 32 (56 

NO 21 

. NA* ,4 ( 7%) 

Question 2: YES 56 (98%) 
NO 0(0%) 
NA* 1 '( 2%) 



42 (74%) 
14 (24%) 
1 ( 27) 

J 

56 (98%) 

0 ( 0%) 

1 ( 27.) 



53 (80%) 
12 (18%) 
1 ( 2%) 

65 (98%) 
0:ip%) 
1 ( 2%) 



127 (71%) 
47 (26%) 

6 ( m 

177 (98%) 
0 ( 01) 
3 ( 2%) 



Question 3: YES 48 (84%) 46 (81%) 

NO 7 (12%) 10 (17%) 

NA* s 2 ( 4%) 1 ( 2%) 



=59 (89%) 
4.( 6%) 
3 ( 5%) 



153 (85%) 
21 (12%) 

-s 6 ( 3%) 



*NA ■ no answer, or both choices, or neither choice 
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